Introduction
Despite the seemingly pervasive nature of Internet retailers. industry reports emphasize that there still remains tremendous potential for the continued growth of online shopping both within the US. and globally (Nielsen, 2010) . Global online retail sales continues to demonstrate growth and is expected to reach approximately one trillion dollars in 2013, with online sales in US. and Europe accounting for approximately $260 billion and $170 billion, respectively (Internet Ret.liler. 2013) . However. when comparisons are made regarding consumer behavior and retailer performance across the online stores of multichannel retailers (i.e .. erstwhile land·based retailers who have complemented their retail operations by creating their own online stores) and those of pure Internet players. sharp differences emerge. In 2009. online stores of pure Intern et players (sales of $42.9 B and compounded annual growth rate of 19.89%) outpaced those of multichannel retailers (sales of $49.8 B and compounded annual growth rate of 15.74%) (Internet Retailer. 2013) . A comparison of online performance of leading online retailers in 2012 shows the following discrepancy: Amazon.com generated sales of $48.1 billion at a growth rate of 41%, whereas Walmart.com posted sales of approximately $4.9 B at a growth rate of8% (Businessweek. 2012: Internet Ker,liler. 201'3) . As for consumer behavior, it has been reported that ·Colnspondlng iUlilor. T~l.: + 1 5122454378: fiX: + 1 5122457475. E.,.,o;1 addrrn~ vbl~nrdl<.".edll (v. B.ldrin.or~inin). ~b2SYI~SI~{c.<."du (E-P. Becerri). s.I"".1('th.l\'~r,'ll1il't"~l!ohio.~c1\1 (5. M~hivuim).
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less than half of online consumers in the U.S. favor online stores of pure Internet players and only 17% favor online stores of multichanm!1 retailers (Nielsen, 2010) . Needless to say, notwithstanding increased investments in online businesses. sales in online stores represent a very small share of total revenues in large multichannel retailers such as Walmart (2%), Target (2%), Macy's (7.2%), and Sears (8.7%) (Businessweek. 2012) . These statistics frame the need for resean:hers to examine the phenomenon of multichannel retailing more rigorously and offer actionable implications to multichannel retailers so that their online stores can compete better against those of pure Internet players, Toward this end. the current study contributes to research on multichannel retailing by identifying three major gaps in the literature and, subsequently, developing and testing an expanded framework of purchase intentions in online stores of multichannel retailers. first, extant research on online stores of multichannel retailers has employed the theory of reasoned action (Ajzcll ,lnd Fishbein. 1980) to examine the influence of trust in and attitude toward the online store on consumerS' purchase intentions (e,g .. Jarvelll>Ja Jnd Tractinsky. 1999 : McKnight et .11.. 2002 Shim et JI., 2001) , However, although online shopping includes hedonic and utilitarian dimensions (Bridges and Flo rsheim. 2008: Chi1der~ et aI., 2001) . few studies have deconstructed consumer attitudes in this context to examine the ante<:edents am! influence of attitude toward the online store as a multi~dimensional construct. Second, researchers maintain that consumers' perceived congruity between the two stores positively influences the formation of trust in and attitude toward the multichannel retailer's online store (e.g., B,ldrinMJyanan (>t a1.. 2012: Kwon and lennon. 2009: W.lng ct aL. 2009), However, a majority of these studies have conceptualized congruity between the two stores as a holistic construct and few studies have compared congruity on an attribute-by-attribute basis (e.g., Verhagen and van Dolen, 2009 ). Third, past research suggests that congruity between consumers' self-image and perceived store image plays an important role in the formation of trust in and attitude toward retailers (e.g., l«1ng
et .11.. Kressmann et al.. 200G) . Yet, few studies have incorporated congruity between consumers' self-image and perceived image of the online store of a multichannel retailer in their theoretical frameworks.
Addressing these issues, this study develops a framework in which (a) trust and attitude (conceptualized as a second-order construct with hedonic and utilitarian dimensions) influence purchase intentions, (b) congruity between the multichannel retailer's land-based and online stores (conceptualized as a second-order constructs made up of seven dimensions: aesthetic appeal, navigation convenience, transaction convenience, atmosphere, service, price orientation, and security) influences trust in and attitude toward the online store. and (c) congruity between consumers' self-image and perceived image of the online store influences trust in and attitude toward the online store. The framework is then tested using data collected from 316 respondents. The findings indicate that the two congruity variables are critical for influencing purchase intentions in online stores of multichannel retailers, albeit through different routes. Specifically, the results indicate that congruity between the land-based and online stores of multichannel retailers is necessary for the formation of trust in the online store, whereas congruity between selfimage and image of the online store is necessary for the formation of trust in and attitude toward the online store. In the following sections. the theoretical framework is developed and appropriate hypotheses are offered. Subsequently, the data collection and analysis procedures are discussed. Based on the study's results, theoretical contributions and implications for multichannel retailers are presented. Finally, limitations of the study and directions for future research are summarized. Fig. 1 represents the framework developed in this study. The development of the framework and relevant hypotheses are discussed in four phases. First, the relationships between trust in. attitude toward, and purchase intentions in online stores of multichannel retailers are discussed. Second. the role of congruity between the land-based and online stores of multi-channel retailer is examined. Third, the role of congruity between consumers' self-image and perceived image of the online store is examined. Fourth, the control variables are discussed.
Framework development and hypotheses

Trust, attitudes, and purchase intentions
The theory of reasoned action (TRA) posits that a person's beliefs about the nature of anticipated outcomes influence the formation of attitudes toward behavior, which in turn, influence behavioral intentions (Ajzen and Fishbein, 1980) . Several studies have employed TRA in the online shopping context and have examined the interrelationships between three focal constructs: trust, attitude. and purchase intentions (e.g., BadrinaraY.:ln,111 et al., 2012; Ha anel Stoel. 2009 ). Trust, the belief or expectation that a store will meet its commitments (e.g., Eastlick et at. 2006) . is often considered as a determining factor in influencing consumers' online perceptions and behavior (e.g., McCole et aI., 2009) . When consumers trust an online store to be reliable and credible, they are likely to develop favorable attitudes toward that store and, ultimately, intentions to make purchases in that store (e.g., Ha and Stoel. 2009 ).
Although past researchers have consistently demonstrated that attitude toward the online store, i.e., an individual's favorable or unfavorable evaluations of the store. is positively related to purchase intentions, very few studies have incorporated the premise that attitude in the context of online shopping includes both utilitarian and hedonic dimensions (e.g., Bridges and Florsheim. 2008; Childers et aI., 2001) . The utilitarian dimension is based on evaluation of various functions provided by the online store, whereas the hedonic dimension is based on sensations derived from the online shopping experience (Voss et aL, 2003) . Research on online shopping behavior supports that the functionalities of online stores do not adequately explain predispositions to shop online and that, with contemporary online shoppers being accustomed to the online shopping process. the consideration of experiential elements is also warranted to fully understand attitude development (Bridges and Florsheim. 20(8) . In the context of online stores of multichannel retailers, utilitarian attitude may result from evaluations offunctions such as information, selection, availability, accessibility. and ease of use, among others (Bridges and florsheim, 2008; Childers et .11.. 2001) . In contrast. hedonic attitude may result from experiences of fun, playfulness, arousal, and positive affect (Bridges and Florsheim, 2008; Childers et at, 2001) . The conceptualization of consumer attitudes toward the online store as a second-order construct made up of hedonic and utilitarian dimensions, therefore. could enable a better understanding of the complexities of the attitude formation process as well as the influence of each unique dimension on purchase intentions (Voss et a1., 2003 Research on online stores of multichannel retailers indicates that consumers' beliefs and attitudes are (a) formed as a result of exposure to the retailer's online store and (b) carried forward from prior experiences with the retailer's land-based store (I<won and Lennon. 2009: Wang et aI., 2009) . That is, in addition to evaluating a multichannel retailer's online store based on its idiosyncratic characteristics. consumers are likely to compare the online store to their existing image of the retailers land-based store (e.g .. Ba<irinarayanan et aL, 2012; Kwon .:mel Lennon, 2009; Wang et aI., 2(09) . When characteristics of the online store match consumers' expectations about the retailer. congruity, i.e., the perceived similarity or mismatch in salient store related attributes, exists. Cognitive consistency theories, such as categorization theory (Sujan. 1985) , support that perceived congruity between a known object or category (the multichannel retailer'S land-based store in this case) and a new stimulus (the retailer's online store) However, a majority of extant studies in this domain have conceptualized image congruity as a unidimensional construct and have not examined whether congruity in specific storerelated dimensions exert varying impact on trust in and attitude toward the online store. Yet, several seminal studies on land-based and online retailing have argued for the importance of verifying store image fonnation on an attribute-by-attribute basis (e.g., Lindqu;st 1974j75; Page and Lepkowska-White, 2002 ). Studying image congruity using an attribute-by-attribute approach would enable multichannel retailers to better manage and leverage consumers' perceptions regarding salient store-related attributes. This approach has been adopted in prior studies on the influence of retailer characteristics on shopper attitude and behavior. For instance, Jinfeng and ZhHong (2009) discuss convenience, institutional factors, physical facilities, perceived price, and employee selVice as key characteristics of hyper markets that influence awareness, associations, and perceived quality perceptions. Likewise, Thang and T~1n (2003) use merchandising, store atmosphere, in-store selVice, accessibility, reputation, promotion, facilities and post-transaction selVice as key retailer characteristics that influence consumer perceptions and shopping intentions in their study on department stores. Specifically, in the context of online versus offline stores, Katerattanaku! and SieHl (2003) provide insight on the correspondence between characteristics of online and offline stores. According to their work, site and system features of online stores correspond to physical facilities of offline stores; product and promotion information provided in online stores correspond with merchandise and promotion activities seen in offline stores; appearance and congeniality of online stores correspond to clientele and store atmosphere in offline stores; and transaction selVice, satisfaction, convenience, and institutional factors in online stores are directly comparable to their counterparts in offline stores.
Similarly, in this study, image congruity between a multichannel retailer'S online and land-based stores is conceptualized as a higher order factor with the following sub-dimensions: aesthetic appeal, navigation convenience, transaction convenience, atmosphere, selVice, price orientation, and security, Although it is acknowledged that there are other store dimensions than the ones mentioned above, the current dimensions are selected so as include representative functional (e.g., navigation, convenience, etc.) and experiential (e.g., aesthetic appeal, atmosphere, etc.) features that can be compared across both online and land-based stores. Further, these sub-dimensions have been consistently found to influence trust in and attitude toward land-based and online retailers (Gal1C?"sh et al.. 2010; Kwon and Lennon, 2009; Verhagen ~1lld VJn Dolen. 20(9). Accordingly, congruity between a multichannel retailer'S land-based and online stores, based on consumers' perceptions across the seven dimensions enumerated above, is hypothesized to influence trust in and attitude toward the retailer'S online store. 
Congruity between self-image and online store image
Self-image congruity refers to the perceived match between consumers' image of themselves (Le., self-concept) and their image of a product, brand, store, or other focal entities (5irgy and 5Jmli 1985; Wang et aI., 2009). Past research has identified that self-image congruity influences outcomes such as choice, preference, attitude, satisfaction, and loyalty with respect to products, brands, and retail stores (Sirgy and Samli, 1985 
Control variables
Several past studies on demographics and the Internet indicate that gender and income are correlated with the use of the Internet and purchase intentions in online stores (e.g., Schlosser et aL, 2006) . Likewise, individual differences in attitude toward and intensity of shopping may also influence purchase intentions, with compulsive shoppers seeking to obtain gratification from the shopping process itself (O'Cuinn, Faber 1939) . Therefore. to provide a more robust test of the proposed framework, the influence of gender, income, and shopping behavior on purchase intentions is controlled.
Method
Data collection
Data was collected from 316 respondents who were enrolled in a multiple sections of an introductory marketing course at a large southwestern U.S. university. This population was deemed appropriate as 54% of adults in the U.s. aged 18-30 are reported to shop online at least quarterly (Internet Retailer. 2013 ). An online survey was administered and respondents were provided with extra credit for participation. A majority of the respondents was male (54.4%), between 18 and 24 years old (86.7%), and white (69.6%). The questionnaire provided detailed instructions, stated that the objective was to gather information about respondents' experience with multichannel retailers, and listed examples of multichannel retailers. Respondents were queried about their online shopping behavior and purchase experience. Next. they were asked whether they have shopped in online stores of multichannel retailers, and if so, to type the name of their favorite multichannel retailer and answer questions regarding perceived congruity between that multichannel retailer'S land-based and online stores. Subsequently. after asking respondents to restate the online store of their favorite multichannel retailer, they were requested to answer questions on perceived congruity between their self-image and the image of the online store, trust in and attitude toward the online store, and intentions to purchase in that online store.
Measures
Established measures were utilized to measure all constructs. Trust in the online store was measured using a five-item, sevenpoint, Likert scale borrowed from research on online consumer behavior (e.g., Jarvenpaa and Tractinsky, 1999) . As noted earlier, attitude toward the online store is conceptualized in this study as a second order construct with two reflective dimensions, with each dimension measured using reflective indicators. Accordingly, the utilitarian and hedonic dimensions of attitude were measured using a five-item. seven-point, semantic-differential scale (e,g., effective-ineffective; duH-exciting) (e.g., Voss et aL, 2003) . Congruity between the multichannel retailer'S land-based and online stores was conceptualized as a second order construct with seven reflective dimensions (aesthetic appeal. navigation convenience, transaction convenience, atmosphere. service, price orientation, and security), with each dimension measured using reflective indicators. Each dimension was measured using multi-item, seven-point, semantic differential scales derived from published research (e.g., Ganesh et aL, 2010; Kwon and Lennon. 2009 ). Congruity between self-image and image of the online store of the multichannel retailer was measured using a four-item. seven point. Likert scale adapted from prior research on self-image congruity (f(aJlg et at, 2009; Sirgy et at, 1997) . Purchase intentions was measured using a three-item, seven-point, semantic differential scale that measured respondents' lil<elihood, possibility, and probability of making purchases in the online store of their favorite multichannel retailer (Badrinarayallan et aI., 2012). Shopping orientation was measured using the compulsive buying scale (Ridgway et .11.. 2008 ) composed of four seven-point, Likert scaled items and two seven-point, semantic-differential scaled items. Personal income was measured using a suitable interval scale and gender was measured using a categorical scale (male represented by 1 and female by 2).
Analysis and results
The internal and external consistency of the second-order model (see Fig. "I) was assessed using confirmatory factor analysis with LlSREL 8.72 U6reskog & S6rbom, 1989) . The fit indices (1=1832.42, ,1/df=1.83; RMSEA=0.051, SRMR=0.056; GFl=0.80; CFI=O.97; NNFl=O.97) were within acceptable ranges (Hu and Bentler 1999) and all factor loadings were statistically significant (p < .01, t-values ranging from 8.04 to 29.33). The composite reliabilities ranged from.82 to.92, except for purchase intentions (.77) and attitude towards the online store (.60). In addition, the average variance extracted (AVE) for all constructs, except for attitude toward the online store (.44) and shopping orientation (.49), were within acceptable ranges ( > .50). Individually, each of the two dimensions of attitude toward the online store, namely utilitarian and hedonic, has acceptable composite reliability (.89 & .92, respectively) and AVE (.67 & .75, respectively) values. These values suggest that the indicators of the two dimensions of attitude are consistent in their measurement of their respective constructs (Farnell and Lafcker, 1981) , although when the two constructs were theorized to be part of a second order construct, the composite reliability and AVE values were somewhat low as the second order construct was measured by only two composite indicators representing each of the dimensions. Furthermore, the AVEs were substantially higher than the squared correlation between the constructs and all other constructs. except for congruity between the land-based and online stores and attitude toward the online store. Both second order constructs displayed AVEs slightly lower or higher than the average correlation of their reflective constructs (see ,'\ppendix A). However, their AVEs were higher than the squared correlations of most of the other constructs. Overall, these results suggest adequate unidimensionality, discriminant validity, and composite reliability to proceed further with the analysis (Bagozzi, Youjae '1988 : Farnell Jnd Larci<er. 1981 .
Structural equation modeling (e.g., Bollen. 1989; Byrne. 1998; Hancock and Mueller 2006 ) was employed to test the proposed framework (see Table I ). The model displayed adequate fit indices (I = 1837.7S,,1/df= 1.82; RMSEA= 0.051, SRMR= 0.059; GFl=0.80; CFl=0.97; NNFl=0.97). Trust in the online store exerted a significant direct influence (p < .001) on attitude toward the online store as proposed in 1-11, but no influence on purchase intentions as hypothesized in H2. However, trust in the online store exerted a significant indirect effect through attitude toward the online store (p < .001) and total effect (p < .001) on purchase intentions, suggesting that attitude toward the online store mediates the effect of trust on purchase intentions. Attitude toward the online store exerted a significant direct influence (p < .001) on purchase intentions, thereby supporting H3. Congruity between a multichannel retailer'S land-based and online stores exerted a Significant effect (p < .001) on trust in the online store, but did not exert a significant direct effect on attitude toward the online store. That is, H4 was supported whereas H5 was not. However, congruity between a multichannel retailer's land-based and online stores exerted a Significant indirect effect through trust in the online store (p < .001) and total effect (p < .001) effect on attitude toward the online store. suggesting that trust mediates the effect of this congruity variable on attitude toward the online store. Self-image congruity, or the perceived congruity between consumers' self-image and their image of the online store of a multichannel retailer, was found to be significantly related to both trust (p < .001) in and attitude (p < .001) toward the online store, thereby lending support for hypotheses H6 and H7. None of the control variables (gender, income, and shopping orientation) had any Significant effect on purchase intentions.
The utilitarian (p < .001) and hedonic (p < .001) dimensions had Significant effects on attitude toward the online store. Similarly, each retailer-related dimension (aesthetic appeal, navigation convenience, transaction convenience, atmosphere, service, price orientation, and security) exerted significant effects (p < .001) on perceived congruity between a multichannel retailer's land-based and online stores. Attitude toward the online store exerted the greatest total significant effect (.57) on purchase intentions, followed by congruity between self-image and image of the online store (.29), trust in the online store (.19) , and congruity between the land-based and online stores (.12). Further, congruity between the land-based and online stores exerted a significant (p < .001) total effect on the utilitarian and hedonic dimensions of the attitude toward the online store. Similarly. congruity between self-image and image of the online store as well as trust in the online store also exerted significant (p < .001) total effects on both attitude dimensions .
Discussion and implications
Recent industry reports indicate that online stores of multichannel retailers continue to underperform compared to pure Internet retailers in terms of compounded annual growth rate, consumers' patronage and purchase intentions, and sales. Therefore, although researchers have investigated the phenomenon of erstwhile land-based retailers transfonning into multichannel retailers for more than a decade, more rigorous research attention is warranted. Specifically, this study empirically tested a framework in which (a) trust and attitude (conceptualized as a secondorder construct with hedonic and utilitarian dimensions) influence purchase intentions, (b) congruity between the multichannel retailer'S land-based and online stores (conceptualized as a second-order constructs made up of seven dimensions: aesthetic appeal, navigation convenience, transaction convenience, atmosphere, service, price orientation, and security) influences trust in and attitude toward the online store, and (c) congruity between consumers' self-image and perceived image of the online store influences trust in and attitude toward the online store. By developing and testing a parsimonious, yet expanded, model of purchase intentions in online stores of multichannel retailers, this study contributes to the extant literature on multichannel retailers and offers actionable recommendations for such retailers to compete better.
First, this study confirms the appropriateness of the theory of reasoned action in the context of online stores of multichannel retailers. Consistent with the theory. trust in the online store was found to be positively related to attitude toward the online store, which in turn was positively related to purchase intentions. In fact, among all the factors included in the framework, attitude toward the store exerts the greatest influence on online purchase intentions. However, our framework adds more depth to testing the theory of reasoned action in the context of online stores of multichannel retailers by introducing the notion of secondorder factors for attitude toward the online store and consumers' perceived congruity between a multichannel retailer'S land-based and online stores. The results of our research provide support for conceptualizing and testing the underlying dimensions of attitude (e.g., Voss et aL, 2003) and store image (e.g., Katerattankul and Siau 2003; Jinfcng and Zhilong, 2009 ) and, consequently, suggest that the respective characteristics must be understood at a greater level of specificity than the holistic approach suggested in extant research (e.g., Badrinarayanan ct al., 2012).
Specifically, the results provide support for the second-order factor structure of consumer attitudes, which is reflected in two first-order factors: hedonic and utilitarian attitudes. This indicates that multichannel retailers need to focus on the components of attitude toward their online store rather than assuming that attitude formation is a holistic process. Utilitarian attitudes refer to consumers' rational evaluations and predispositions that result from the completion of their shopping tasks in an efficient and timely manner without any irritations (Childers et aI., 2001) . To facilitate the formation of utilitarian attitudes, multichannel retailers must therefore focus on how their online stores facilitate the shopping process and identify ways to enhance consumer utility by leveraging the integration between their land-based and online stores (e.g., browsing/pick-up/return options that cannot be provided by pure Internet retailers). Hedonic attitudes refer to consumers' personal or subjective evaluations and predispositions that result from the fun. entertainment, and playfulness derived from the shopping experience, rather than any specific goal achievement (Childers et aI., 2001) . To facilitate the formation of hedonic attitudes, online stores of multichannel retailers must focus on making the shopping experience an enjoyable one and incorporate sensory cues that are offered by prototypical online stores (e.g., personalization, product trial, real-time interaction, avatars, and other sensory stimuli that influence enjoyment or excitement).
Second, this study complements prior research on the importance of consumers' perceived congruity between a multichannel retailer'S land-based and online stores (e.g., Badrinarayanan et aL, 2012; Kwon and Lennon. 2009 ). Although a direct relationship between this congruity variable and attitude toward the online store was not supported, a significant and positive relationship was supported with trust in the online store. This finding implies that multichannel retailers must monitor. maintain, and improve the perceived fit between the images of their two stores to facilitate trust formation in their online stores. In addition, the results provide support for the second-order factor structure of consumers' perceived congruity between a multichannel retailer'S land-based and online stores, which is reflected in seven firstorder factors: aesthetic appeal, navigation convenience, transaction convenience. atmosphere, service, price orientation, and security. As all seven factors exhibit high factor loadings, an implication for multichannel retailers is that they must identify store-related attributes that are salient to their shopper segments and strive for establishing and communicating consistency on those attributes to their online customers.
Third, this study incorporated research on self-image congruity to better understand trust and attitude formation in online stores of multichannel retailers. Although past studies demonstrate that consumers select products, brands, retailers, and online stores based on assessments of congruity between their images of such entities and their self-image (e.g., i<ang et al.. 2009; Sirgy and S<lmJi 1985) . self-image congruity has not been explored thus far in the context online stores of multichannel retailers. The results show that self-image congruity is positively related to both trust in and attitude toward the online store. After attitude toward the online store. self-image congruity exerts the highest influence on online purchase intentions. This indicates that, in addition to making sure perceived congruity exists between their land-based and online stores, multichannel retailers must carefully design their online stores so that it is consistent with the self-images of their shopper segments.
Overall, the results of the empirical test provide robust support to the framework developed in this paper. Although two of the proposed hypotheses were not supported, the total effects of all of variables in the framework were found to be significant. The framework and the results of the empirical test suggest that our study is a step in the right direction. Specifically, given that attitude and congruity were historically conceptualized and measured as holistic constructs. academics and practitioners should note that viewing attitude and congruity from a multidimensional perspective should be actively pursued and could prove beneficial for the online stores of multichannel retailers. This study conceptualizes and measures attitude and congruity as second order constructs and, therefore, provides initial evidence for why these constructs merit multi-dimensional conceptualizations and measures. However. we do acknowledge that our framework is just the beginning and hope that it acts as a catalyst for future research. Accordingly, we invite empirical and conceptual scrutiny of our framework and believe that future research can critically evaluate our work in order to build strong theoretical foundations for research on online stores of multichannel retailers.
Limitations and directions for future research
Though we find robust support for the proposed framework, this study is not without limitations. Specifically. our framework is neither exhaustive nor comprehensive. However, it provides strong foundations for theory development with reference to purchase intentions in online stores of multichannel retailers. Potentially, first, future research could add several variables that are specific to online stores of multi-channel retailers. For example, some multichannel retailers are better than others in creating synergy between the two store formats by allowing customers to purchase merchandise online and pick-up or return offline. Similarly, online stores of multichannel retailers often indicate whether an item being browsed is available in an offline store within proximity of a customer's physical location. It would be interesting to verify whether perceived synergy in transactions complement shoppers' perceived congruity in engendering purchase intentions. In addition, website appearance, entertainment value, informational assistance. transaction capability, response time. and trust in online transactions have been identified in prior research as unique dimensions affecting transactions in online retailers (e.g.• Kim and Stoel. 2004 ). Although it is not feasible to measure congruity across dimensions that are unique to offline (e.g., parking, lighting, etc.) and online (e.g., page loading or refresh time, pop-ups, etc.), we urge that dimensions pertinent to online stores be incorporated in future frameworks on online purchase intentions as moderators or control variables. Second, future research could conceptualize attitude and congruity as multidimensional but not as second-order constructs. We acknowledge that such conceptualization and measurement could provide additional depth to our framework. Third, future research could provide a deeper understanding of the seven dimensions of congruity, i.e .. aesthetic appeal, navigation convenience, transaction convenience. atmosphere, service, price orientation, and security that were included in this study. For example, it would be worthwhile to explore specific antecedents and consequences of the seven dimensions. Similar research could also be done with reference to hedonic and utilitarian dimensions of attitude. Fourth. future research could investigate multi-dimensional nature of congruity and attitude in the context of pure Internet retailers that become multi-channel retailers. Fifth, as this study did not examine retailer-specific differences, future researchers could verify whether the proposed relationships hold across different retailer types and sizes, products carried. brand assortment. and other characteristics.
Further, to improve the generalizability of the findings, different samples and respondent profiles could be used. Although this study used seven dimensions for perceived congruity between the land-based and online stores of multichannel retailers, other dimensions can be incorporated in future studies (e.g., brands carried, discounting strategies, sales promotions, etc.). Shopping orientation was used here as a control variable. However. future researchers can examine whether rational and compulsive shoppers differ in terms or congruity assessments, trust and attitude formation. and intentions to purchase in online stores of multichannel retailers. It would be interesting to compare the framework across multichannel retailers in business-to-consumer and business-to-business settings to verify whether certain 
